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A Review of Researches on Negative Campaign Advertising
HUANG Heshui, MO Li
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Abstract：This study tries to fill the blank and provide foundation on Taiwan political election and ecology,
summarizing divergences and making suggestion for future research. Results show that prior studies were mostly based
on traditional media in western culture. The use of negative advertising is influenced by whether a candidate is
incumbent, candidate's supports reflected by polls, the party candidate belongs to, stages of campaign and culture.
Negative advertising may work as the candidate expects, and may evoke rebound effects as well. Researchers do not
reach an agreement on whether negative advertising mobilize or demobilize voters.
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“negative campaigning”为主 题 ，将 三 个 主 要 词 语——
负 面（negative、attack）、政 治 竞 选（political、campaign）
和广告 （advertising、advertisement、ads） 排列组合为意
思 相 近 的 十多 个 关 键 词 （如“negative advertising”、
“attack political advertisement”），在 PQARL 学术数据
库中进行搜索，得到文献 76 篇，在排除与综述主题不
相 关 的 文 献 后 ， 本 文 选 择 了 25 篇 刊 于《American
Political Science Review》、《Political Behavior》、
《American Political Research》、《Political Research
Quarterly》、《American Journal of Political Science》、

















选广告 （negative political advertising），也叫负面广告




























































后 的 候 选 人 会 更 多 使 用 攻 击 性 广 告。 14 里 德 奥 特
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